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Alaska Seafood  

Cioppino  

ANN KIM 
Spicy Korean  
Fish Stew  
(Maeuntang)  

GEORGE MENDES 
Alaska Halibut  

with Fricassee of  
Spring Vegetables  

AKSHAY BHARDWAJ 
Tandoori Salmon  
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Wild-caught Alaska 
seafood inspires  
an extraordinary  
class of chefs

MARRYING A BOUNTY OF FRESH HERBS  
AND SPICES WITH A CORNUCOPIA OF  
ALASKA SEAFOOD

Domenica Catelli, Executive Chef at Catelli’s in Geyserville, 
California has a thing for wild seafood from Alaska. In her 
Cioppino, she says “These seafoods are so clean and beautiful. 
They have a sweetness and texture that makes this dish  
wonderful.” Frequently appearing at pop-up events, she 
likes to make fish cakes, salads featuring cured fish and rich 
seafood stocks that riff on Asian-influenced dishes such as 
pho and ramen, using any number of globally sourced spices 
to give her dishes added flavor and distinction. 

DELICATE ALASKA SOLE BECOMES THE  
PERFECT COMPANION TO BOLD  
KOREAN FLAVORS

Minneapolis-based Ann Kim, chef/owner of Pizzeria Lola, 
Young Joni and Sooki & Mimi, grew up on the southern tip  
of Korea where seafood was prevalent. At family meals  
featuring whole fish, they’d fight over the eyeballs,  
considered a prized delicacy. Always seeking out the best 
ingredients, Kim appreciates the sustainability and integrity 
of wild-caught, frozen-fresh Alaska seafood, allowing her 
to present seafood in ways unfamiliar to most Americans. 
When it comes to wild-caught Alaska sole, she says “This fish 
is healthy and lean and has a great mild flavor that pairs well 
with simple ingredients. It holds up nicely in hearty dishes  
like my go-to Korean stew.”  

Chefs looking to improve their offerings 
find inspiration from remarkable places. 
For these four world-class chefs, inspiration 
comes from the pristine waters of Alaska. 
In an ongoing video series, these innovators 
share their insights, tips and stories in four 
short, yet riveting videos. From family  
traditions to creative techniques, you’ll hear 
how the exceptional flavor, texture and 
versatility of wild-caught Alaska seafood, 
frozen at its peak of freshness, along with 
the sustainable fishing practices employed 
by Alaskan fishermen, have provoked  
noteworthy creativity. 

CHEF’S ARTISTRY AND TECHNIQUE SHINE A 
LIGHT ON THE PRISTINE FRESHNESS OF  
ALASKA HALIBUT

Born to Portuguese immigrants, George Mendes, chef and  
partner at Veranda, New York, grew up in a household where 
seafood was served three to four times a week, quickly becoming 
part of his culinary DNA. In 2009, he introduced Portuguese 
cuisine to diners in New York, earning a Michelin star and  
setting the stage for critical acclaim. For this dish Mendes says,  
“Wild-caught Alaska halibut is the star. It’s a pristine and  
extremely fresh product. There’s no need to mask its natural 
flavor. I like that it stands on its own. Even with other cuisines,  
as long as you don’t overwhelm the fish, there are possibilities.” 

ALASKA SOCKEYE SALMON AND AGE-OLD  
COOKING TECHNIQUE FORM THE PERFECT  
UNION

Akshay Bhardwaj, Executive Chef at Junoon, New York was  
the first Indian chef to be selected for the Forbes “30 under 
30: Food and Drink” list, creating experiences that rely on 
his South Indian heritage. When asked about his influences, 
Bhardwaj explains “Most Indian food is north Indian, a land-
locked point of origin with little access to seafood. While 
Junoon is south Indian, a cuisine that emphasizes vegetarian 
dishes, there’s lots of room for seafood.” Mastery of the  
tandoor oven is also important, he continues “While tandoor 
ovens are affordable, the technique is hard to grasp. It’s like  
the way sushi is mastered. It takes time.”

SUSTAINABLE

WILD

HEALTHY

WATCH THESE CHEFS IN ACTION
To see how each of these incredible dishes is  
prepared, and to learn more about the versatility 
of the world’s best wild-caught seafood, watch  
all of these chef videos at PlateOnline.com.

CUSTOM CONTENT
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FEATURE

Ever since Julia Child appeared on 
American television, and cook-
ing became more approachable, 
consumers have been looking 
to improve the ways in which 

they purchase, prepare and consume food. 
This has been especially true over the last 
few decades with the launch of The Food 
Network, the explosion of reality television 
featuring food, and online resources talking 
about every aspect of food. 

With all of this in mind, it’s no surprise 
that consumers have become more aware 
of the ways in which farming and man-
ufacturing of food impacts their health, 
wellbeing and lifestyle. While they seek out 
foods that are flavorful and deliver enjoyable 
and engaging culinary experiences, they 
are embracing ethical eating—demanding 
unprecedented levels of quality, integ-
rity, responsibility and sustainability from 
everyone along the supply chain, including 
farmers, ingredient suppliers, manufactur-
ers, brand owners and retailers.

Increased Visibility
As a result of these consumer-led pres-

sures, we’re seeing increased transparency 
in operations and significant changes in the 
way in which food is brought to market and 
presented within retail settings.  

Federally mandated compliance in terms 
of product identification, nutrition facts 
and ingredients continue to be updated 
and adjusted to better align with emerging 
health science and consumer preferences. 
We are also seeing significant changes in 
the way producers communicate features 
and benefits associated with their prod-
ucts. While they have successfully relied on 
subjective claims, such as “100% Natural,” 
“Authentic” and “Artisanal” for years, veri-

fiable certifications including “OU Kosher” 
and “Certified Organic” have contrib-
uted to their credibility. Products defined 
as “locally-sourced” or “Made in the U.S.” 
have also been well received. The stan-
dards for excellence, especially when it 
comes to deli meats, are now considerably 
more advanced. 

The most apparent is the prominent 
placement of sales statements that describe 
products as free from hormones, antibiotics 
and GMOs.

Animal Welfare
In the wake of exposés, including the 

film “Food Inc,” Jonathan Foer’s book 
“Eating Animals” and growing pressure 
from animal rights and environmental 
groups, consumers have become increas-
ingly concerned about animal welfare and 
the impact of large scale, industrialized food 
production on the environment. 

There was alarm among consum-
ers when Hormel acquired  Bridgewater 
Township, NJ-based Applegate in 2015. 
The good news, according to Beth Deegan, 
Applegate’s director of brand management, 
is that “Applegate did not sell out, but 
Hormel bought in.”

Kathy Eckhouse, co-owner of La 
Quercia Cured Meats, based in Norwalk, 
IA, has additional concerns “Here in Iowa, 
the farms and the animals are our neigh-
bors. We see the ill effects of CAFO 
(Concentrated Animal Feeding Operation) 
production on the land and water.”

According to American-Humane, 
which advocates for the health and safety of 
animals, less than 10 percent of Americans 
trust corporations to do the right thing. 
This is especially true for Millennials, the 
most influential buying force in the U.S. 

Born between 1977 and 2000, these indi-
viduals are expecting greater transparency 
from manufacturers, foods that are organic, 
locally sourced and sustainable, and are 
willing to pay more. 

Verifying Practices
Recognizing these dynamics, a growing 

number of farmers, producers and mar-
keters have adopted the Five Freedoms 
outlined by American Humane (described 
as the gold standard of animal welfare) and 
are embracing third-party certifications 
that verify humane treatment of animals on 
the farm—from birth all the way through 
to handling and slaughter at meat process-
ing facilities. The most widely accepted of 
these certifications are “Animal Welfare 
Approved (AWA),” “Certified Humane” 
and “Global Animal Partnership (GAP).” 

Third-party verification and certification 
for many of the issues associated with envi-
ronmental responsibility and the humane 
treatment of animals did not come into 
use until recently. The Certified Humane 
program was unveiled by Humane Farm 
Animal Care in 2003, the Non-GMO 
Project started in 2007, GAP in 2008 
and AWA in 2014. While all of these cer-
tifying organizations are making headway, 
and consumers are becoming increasingly 
aware of their importance, they still have a 
long way to go.

For companies such as Niman Ranch 
in Westminster, CO; Salt Lake City, 
UT-based Creminelli, Applegate and La 
Quercia, the notion of quality, integrity, 
sustainability and humane treatment of 
animals is nothing new. Having embraced 
these practices as an essential part of their 
operations, these brands have become dis-
tinguished advocates.

Ethical Deli 
Products Prevail
Products that focus on quality, integrity, responsibility  
and sustainability are the focus for a growing number of consumers
BY JEFFREY SPEAR
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Niman Ranch has a clearly defined mis-
sion that ensures its products are always 
all natural and the animals are always 
humanely raised on environmentally-sus-
tainable ranches. The company also 
participates in the Certified Humane pro-
gram and proudly displays this certificate 
on the front of every product.

According to Russ Smoke, vice presi-
dent of prepared meats at Niman Ranch, 
“We pay for 100 percent of our farmers to 
be certified. We’re very appreciative of our 
third party certifiers, partners, farmers and 
ranchers, who all work together to make us 
the best we can be.” From a qualitative per-
spective, Smoke adds “Animals raised with 
care on sustainable farms yield the highest 
quality meat. You can tell the difference. 
The quality translates into fantastic fin-
ished cooked and smoked products.”

At Creminelli, producers of notewor-
thy artisan salami, a similar philosophy 
prevails. According to Chris Bowler, CEO 
and founder “The best quality finished 
products start with humanely-treated ani-
mals raised on family farms. In contrast 
to industrialized brands that rely upon 
conventionally-raised animals, our meats 
are well-marbled, allowing them to age 
properly and yield a consistently flavorful 
finished product.”

Advocating the Cause
In order to effectively inform and edu-

cate consumers about the efforts being 
made to improve the quality, integrity and 
healthfulness of deli meats, there are tre-
mendous opportunities for issue advocacy. 
Considering that many responsibly-pro-
duced deli products are found in self-serve 
refrigerated cases and hang wall displays 
adjacent to the service counter, the depth 
of information that can be displayed in 
this space is limited, relying on the buyer 
to pick up and inspect individual packages 
that may or may not have vital information 
included on their labels. When it comes to 
the service counter, there is little evidence 
that advocacy for ethical eating is taking 
place at all, either through staff insights, 
signage or handout literature. 

Healthy food retailers, such as Whole 
Foods, Sprouts Farmers Market, Earth 
Fare and Lucky’s Market, are some of the 
most visible advocates for ethical eating. 
That being said, meaningful depth of infor-
mation and links to third-party resources is 
not available at the deli counter. For con-
sumers eager to obtain product-related 
information, they must seek out and visit 

supermarket and manufacturer websites or 
follow these organizations on social media. 

Earth Fare’s website proclaims, “We are 
passionate about healthy meat raised by 
farmers dedicated to sustainable agricul-
tural practices that support the health of 
the animal and our environment. Because 
every purchase of sustainably-farmed 
meat is a vote in support of family farms, 
humanely-treated animals and good 
health.” Similarly, the Lucky’s Market 
website states, “Through a variety of part-
nerships, we support the conservation and 
restoration of our local environment. We 

foster support for local farmers and produc-
ers by promoting the sale of their products.” 

From a manufacturing perspective, 
savvy producers understand that, while 
communicating their humane treatment of 
animals and responsible stewardship of the 
land is important, the larger issue is deliver-
ing excellent food experiences and catering 
to the lifestyle preferences of their cus-
tomers. The good news is that ethical deli 
brands are paying attention to consumer 
trends and preferences and have responded 
remarkably well. 

Staying abreast of consumer prefer-
ences and culinary trends is nothing new 

to Applegate. Deegan explains, “We’re 
constantly watching for emerging culinary 
trends, looking for those things that will 
better align with our customer’s lifestyle.”

As part of their effort to satisfy growing 
demand for both convenience and snack-
ability, Applegate has just launched a new 
line of snacking products. One of the more 
distinctive is their Charcuterie Plate, con-
taining uncured Genoa salami, Cheddar, 
roasted salted almonds and dark choco-
late chunks. La Quercia has also responded 
with their pre-sliced Ridgetop Prosciutto 
Piccante rubbed with fennel and red chili. 

For everyone along the supply chain, 
there are untapped opportunities to 
advocate the benefits of ethical eating 
leading up to, and including, the point of 
sale. Creminelli’s Bowler suggests, “We 
believe the industry has to move towards, 
and eventually align its practices with, 
humanely-raised animals and environmen-
tal stewardship.” In the meantime, and 
through third-party verification, adherence 
to governmental mandates, and actions 
that respond appropriately to evolving con-
sumer preferences that favor better quality 
foods and healthier lifestyles, there are 
plenty of ways to keep the ball rolling. � DB
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Culinary preferences have been leaning 
towards more healthful and nutrient-dense 
foods for some time. While kale has been 
hogging the spotlight as the nutritional 
darling among edible greens, watercress has 
been overlooked. What’s surprising is that 
watercress packs an equally healthful punch 
and is considered the most nutritionally 
dense green on the planet. From a culinary 
perspective, it's undeniably more flavorful 
and tender.

Watercress is one of the oldest foods  
known to man. Recognized historically  
for its medicinal applications, there's a  
well-founded body of science to support  
its abundantly healthful properties.

This cruciferous green is naturally low in 
calories; packed with 28 vitamins, minerals 
and compounds; and a great way to  
naturally boost immunity. Stunningly high  
in antioxidants, watercress displays  
remarkable anti-inflammatory, anti-viral  

and anti-bacterial properties. It has received   
a perfect score on the CDC and ANDI  
nutritional scales, earning its reputation  
as a true “superleaf.” While collard greens,  
mustard greens and kale display nutritional 
value as well, watercress is unrivaled in  
culinary and sensory appeal. 

In the foodservice arena, watercress is 
lending its vibrant green color and flavor 
suggestive of black pepper to a variety of 
dishes throughout the menu. It seems that 
increasing numbers of leading chefs have 
been learning about watercress, finding  
it an incredibly tender, versatile and  
flavor-forward ingredient that provides a  
noticeable lift to the dishes they create. 

Michael Ponzio, Executive Chef at the Union 
League Club of Chicago, reveals, “I’m a 
big fan of watercress. It adds a ton of fresh 
flavor and depth to salads and sandwiches, 
contrasts nicely to the char on grilled meats, 
makes a great soup and pesto, and adds a 

touch of elegance to every dish. The fact that 
it’s incredibly healthy and holds up nicely on 
the plate makes it that much more attractive.”

In a similar light, Mark DeLeo, CEO for B&W 
Quality Growers (a stalwart producer of  
watercress since 1870) says, “While  
Asian and Latino chefs have been fans of  
watercress for a long time, we’re seeing 
marked increase in awareness and demand 
among global cuisines and across every 
foodservice segment. We’re finding that 
more and more chefs are becoming aware 
of this remarkable leafy green and have 
recognized its utility. They’re finding a place 
for it spanning day parts and menu parts and 
appreciate that it holds up well in take-out 
and home-delivery orders.” 

With its incredible health and culinary  
benefits, fresh and vibrant watercress is the 
perfect compliment to every menu, from  
fast to upscale casual to fine dining and 
everything in between.

Distinctive Flavor  
and Versatility in a 
Powerful Green Leaf 

For recipe ideas featuring watercress, visit bwqualitygrowers.com. w

C U S T O M  C O N T E N T

Watercress Pesto –    
Executive Chef Michael 
Ponzio, Union League 
Club of Chicago

Pork Belly Egg 
Sandwich –  
Executive Chef 
Michael Ponzio, 
Union League Club 
of Chicago
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In response to the global health pandemic, 
restaurateurs have been scrambling to 
overcome staggering losses and keep 
their businesses afloat. From fast-casual 
to Michelin-starred, operators are  
displaying incredible creativity,  
launching and/or expanding takeout 
options, converting a portion of their 
storefronts to retail operations,  
conducting demo videos, offering  
portable cocktail solutions, and more. 
They’re also introducing DIY meal kits, 
giving patrons an entertaining, hands-on 
culinary experience at home.  

While these programs offer undeniably 
beneficial boosts to cash flow, the National 
Restaurant Association’s May tracking 
survey indicates restaurateurs expect 
sales, employment, and capital spending 
levels to remain dampened through the 
end of the year. As such, new programs 
need to be implemented in a manner that 
will resonate consistently with patrons 
over time, offset growing numbers of 
competitors, and be sustainable.  
Restaurateurs also need to anticipate 
potential weaknesses along the supply 
chain, working with vendors that can 
help with reliable delivery of beef, pork, 
and other essential ingredients. 

Bringing the Restaurant  
Experience Home
Along with the obvious convenience, 
consumers are looking for ways to enjoy 
restaurant-quality foods at home. As 
such, they’re requesting takeout and 
meal-delivery services from their  
favorite cafés, bistros, and fine-dining 
establishments.

According to Guy Meikle, Executive Chef 
and President of the Heritage Restaurant 
& Caviar Bar in Chicago, “There’s obvious 
demand from our loyal patrons for some 
of our most notable dishes. We’re learning, 
however, that signature dishes easily 
served on-premise cannot necessarily 
be packaged and transported for home 

consumption in a manner that maintains 
culinary integrity. We’ve had to adjust 
our menu to include dishes that are a 
bit more casual and manageable while 
providing pleasant reminders of previous 
dine-in encounters.”

With a tremendous variety of cuisines 
and cooking styles, it’s essential to  
understand how a carefully prepared 
dish will be experienced once it’s left  
the restaurant. In this regard, the  
selection and handling of ingredients 
becomes critical. 

As co-owner of A Sharper Palate and  
The Westover in Richmond, Va., Chef 
Tuffy Stone says, “We know that fried 
foods get soggy over time and some foods 
can be easily overcooked when reheated.  
As such, we’re putting an incredible 
amount of study into our takeout menus, 
adjusting ingredients so that the meals 
we deliver are received with the same 
enthusiasm as those served in-house.”

He continues, “When it comes to  
steaks and chops, meats with higher  
internal fat content such as pork belly 
and brisket hold up better in takeout 
dishes. We’re also leaning toward  
sliced flank steak and beef tenderloin 

Off-Premise 
Takes Flight Essential  

Ingredients 
for Restaurant 
Survival

CUSTOM CONTENT

Pork Ramen – Executive Chef  Guy Meikle,  
Heritage Restaurant & Caviar Bar
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Red Wine Braised Beef Brisket Meal  
Package – Executive Chef  Tuffy Stone,  
A Sharper Palate

that work particularly well at room  
temperature in salads and other  
cold dishes.”

In many cases, chefs and 
restaurateurs look to Tyson Fresh 
Meats, known for their consistently 
high standards, extensive range of 
innovative beef and pork products, 
and reliable customer service, to 
help build their off-premise menus. 
They understand that selecting the 
right cuts of meat and addressing 
issues such as flavor profile, fat 
content, texture,  serving size, and 
portion controls can make or break 
both the dine-in and off-premise 

experience. This is especially true 
in situations where meats must be 
selected and tailored to satisfy  
demanding culinary specifications 
and price parameters. 

Packaging Matters
Apart from ingredients, the style  
and structure of packaging is vitally  
important as well. For both curbside  
pickup and home delivery, there  
are new materials, structural  
configurations, and technologies 
that help maintain the temperature, 
appearance, and integrity of  
prepared dishes, keeping cold 
items adequately chilled and hot 

items suitably warm. With the 
popularity of meal kits, the way in 
which multiple dishes are packaged 
and transported requires careful 
consideration as well.

Additionally, while health concerns 
prevail, some consumers still take 
issue with the impact disposables 
have on the environment. In this 
regard, restaurateurs now have to 
weigh costs vs. sustainable solutions 
for take-out materials. While  
there are a wide variety of recycled, 
recyclable, and compostable service 
items made from corn, bamboo, 
wheat, bagasse (a byproduct of  
sugarcane processing), and plant-
based plastics, the cost equation  
becomes a more complex one  
for them. 

In an industry where first-year  
survival rates are already low,  
it’s clear that restaurateurs have 
reached an important juncture. 
While the future is anything but 
clear, those who can adapt, innovate, 
and continue to deliver worthwhile 
and compelling culinary  
experiences on-premise, as well as 
through takeout and home delivery, 
stand a greater chance of survival.  

Evaluate Your Menu 
Not all dishes are suitable for off-premise 
consumption. Work out which menu items are 
consistent with your culinary reputation and  
can be effectively reconfigured. Test these  
items with staff, friends, and family, then  
obtain feedback related to portability, food  
integrity, and overall satisfaction.

Confirm Demand 
Avoid risky investments by quantifying your  
competitors and qualifying your offer. Make  
sure demand exceeds existing supply. 

Budget Wisely
Decide whether the expansion of  service  
will be a short-term solution or a long-term  
addition, and then confirm the financial  
commitment you’re willing to make.

Division of Labor 
Packaged meals require special training and 
staff  dedicated to fulfilling orders. Assign  
responsibilities to ensure consistent and  
accurate handling, packaging, and delivery. 

Packaging Decisions
Plan out the structure and needs of  your to-go 
menu options and determine which packaging 
solutions make the most sense. Diagram the 
location of  menu items in the packaging to  
make it replicable and easy for staff  to follow. 

Technology Rules
Off-premise sales are conducted through  
websites, mobile applications, and integrated 
POS systems. Employ technologies that align 
with BOH, FOH, and consumer needs and  
are user-friendly. 

Communicate Clearly
Make sure your patrons are aware of  newly 
installed takeout and delivery programs.  
Exterior and interior signage, coupled with  
carefully coordinated messages on your website 
and social media channels, will get the word out.

Licensing Matters
Make sure you have all the necessary  
certificates, permits, and licenses for off- 
premise sales. While exemptions may be  
available in the short-term, you’ll want to be 
prepared for the long-term and avoid penalties.

Taking the Leap 
Exploring alternatives in food retailing  
makes sense. Before you start, these are  
a few key issues to consider.

Want to learn more, visit  
www.tysonfreshmeats.com

Heritage Steak Burger – Executive  
Chef Guy Meikle, Heritage Restaurant & 
Caviar Bar
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There are a few enduring truths that 
impact just about every aspect of 
food retailing. While packaging and 
presentation may stimulate trial, 
it’s overall culinary enjoyment and 

nutritional benefits that will keep buyers 
coming back for more. Of course, providing 
value (price and performance combined) is 
equally important, albeit subjective. There 
is, however, one still-emerging and highly 
influential trend that is creating a more level 
playing field.

Today’s consumers are looking for ways 

to satisfy their cravings, both at traditional 
mealtimes as well as for snacking, in ways 
that are fast, convenient and worry free. 
In response, food retailers are creating and 
stocking products that resonate effectively 
with their key buyers, promise and effec-
tively deliver value, and represent time 
saving convenience. Commonly known as 
“grab and go,” this latest retail phenome-
non is driving visible change, especially at 
the deli counter.

According to recently published sta-
tistics from London-based research firm 

Mintel, more than 70 percent of grocery 
shoppers report they do all of their shop-
ping in-store. Even shoppers aged 18-34, 
known for their technology-driven prefer-
ences, are likely to do most or all of their 
grocery shopping in-store.

Mintel also reports that on-the-go con-
sumers looking for grab and go mealtime 
and snacking solutions are expecting higher 
levels of quality and options that align with 
their dietary agenda and lifestyles.

The bottom line, repeated by operators 
across every category and channel, is that 

Grab & Go - 
Driving Visible 
Change at the 
Deli Counter
Convenience, quality and portability are what matter  
in today’s grab and go sections.
BY JEFFREY SPEAR
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grab and go isn’t going away any time soon.

Variety Has It
Knowing that the concept of grab and 

go is intended to be a time saving and stress 
free experience, retailers must offer a wide 
variety of foods catering to a broad spec-
trum of culinary preferences that are fully 
prepared, conveniently packaged and ready 
to go without the need for uncomfortable 
delays at the service counter or having to 
stand in time-consuming lines. They must 
also merchandise these products in a man-
ner that makes them easy to find and 
quickly understood.

With this in mind, especially since deli 
departments have been expanding their 
scope of service to include higher qual-
ity and ethnically-inspired prepared foods, 
there is an undeniable opportunity to 
engage with, and provide fresh, flavorful 
and quality-oriented mealtime and snack-
ing solutions to a sizeable audience.

According to Tal Shoshan, CEO at 
Chattanooga, TN-based Five Star Foods, 
makers of Simply Fresh salads, snack and 
meal kits, “Convenience is single-hand-
edly driving growth in the category. 
Consumers are time-starved and looking 
for meal solutions that are checking mul-
tiple boxes—taste, portion control, value 
and convenience. In response, we deliver a 
vertically integrated program from field to 
fresh grab and go products that meets the 
needs of the entire family.

When asked about the relatively short 
shelf life of some grab and go products, 
Shoshan continues “Managing short shelf 
life products is always challenging for both 
retailers and suppliers. It can be a deter-
rent. We are finding, however, that most 
retailers have found ways to manage these 
issues, are embracing our product lines and 
are increasingly more successful in bringing 
fresh and innovative grab and go items to 
their shoppers.”

One of the more noticeable grab and go 

options gaining popularity is mealtime kits. 
There are dip kits (hummus and guacamole 
are increasingly popular in this configura-
tion), snack kits (combinations of sliced 
cheese, sliced meats, sliced fresh fruit, nuts, 
dried fruit, crackers, cookies and/or can-
dies) and sandwich kits.

It’s also clear that the growing demand 
for more exotic and esoteric flavors is influ-
encing the way that grab and go salads 
and sandwiches are being prepared. While 
long time standards, including ketchup, 
mustard, mayonnaise, Blue cheese, ranch, 
Caesar, balsamic and coleslaw, still dom-
inate the landscape, flavors that embrace 
Latino, Mediterranean, Southeast Asian 
and North African influences, includ-
ing sriracha, cilantro, ginger, harissa and 
gochujang, are finding receptive audiences.

For on the go consumers, sandwiches 
and wraps are in constant demand. That 
being said, ethnically-inspired hand-held 
preparations, such as empanadas, burri-
tos, tamales, sushi, spring rolls and summer 
rolls, have been finding their way into 
supermarket deli offerings.

An All-day Affair
It’s important to keep in mind that grab 

and go provides convenient meal options 
for all day parts. As such, preparations that 
include traditional breakfast ingredients 
should not be overlooked.

“Buyers can’t get enough breakfast 
items,” says Todd Martin, co-founder and 
executive vice president, customer devel-
opment, for Arizona’s Tucson Tamale. 
“When it comes to grab and go, we’re see-
ing obvious demand for these items, along 
with greater variety overall.”

Many bakeries are modifying their pro-
duction to include, not only full-size breads, 
cakes and pies, but single-serve offer-
ings, as well. One such producer, known 
for sandwich breads and sweet baked 
goods, is St. Pierre, based in Manchester, 
England. Paul Baker, founder of St Pierre 

Groupe, explains “ We’ve just launched the 
St Pierre On the Go range to satisfy the 
growing demand for grab and go items. We 
wanted to create a broad range of prod-
ucts to satisfy consumers throughout the 
day—morning, afternoon or night—with a 
combination of bestsellers like our Waffles 
and Crepes as well as new products like the 
Rocky Road Bar and Chocolate Caramel 
Shortbread Bar.”

There’s also a sizeable assortment of 
single-serve products typically found in 
center aisles that can be merchandised in 
the deli department as part of grab and go 
offerings. Products including chips, pretzels, 
nuts, crackers, fruit cups and energy bars 
can all be cross promoted, making it eas-
ier for shoppers to organize their purchases 
without having to traverse the entire store. 
While enticing buyers into the aisles may 
generate additional revenue, providing an 
efficient and convenient shopping experi-
ence is paramount.

In order to create a broader range of 
grab and go offerings in-store, and elimi-
nate waiting time at the service counter, 
retailers are employing a wider range of 
packaging configurations, including sin-
gle-serve snack packs, multi-serve party 
platters and containers featuring multiple 
cavities for meal kits, multi-part salads and 
snack combos.

Hope Ramseyer, marketing communi-
cations manager for Display Pack, based 
in Cedar Springs, MI, explains, “We’re 
working with customers to launch unique, 
brand-specific items. Our customers are 
acutely aware that success in the grab and 
go arena is dependent on catching the con-
sumer’s eye on the store shelf and then 
delivering a positive branded experience.

When asked about untapped opportu-
nity for grab and go products, she continues, 
“Convenience is the number one growing 
food industry trend. We’re helping brand 
owners capitalize on this trend with grab 
and go packaging solutions optimized for 
their production processes and effective 
merchandising on store shelves.” While 
the majority of grab and go products are 
refrigerated, she makes a noteworthy sug-
gestion. “Deli counters that traditionally 
offer warm food from behind the service 
counter could benefit from warmed meal 
kits merchandised on their own.”

Without a doubt, the addition of an 
attractive self-service case stocked with an 
assortment of packaged foods and bever-
ages, both hot and cold, can create extra 
revenue without a lot of dedicated labor or 

It’s also clear that the growing 
demand for more exotic and 

esoteric flavors is influencing the 
way that grab and go salads and 
sandwiches are being prepared.
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operational complexity. 

The Packaging Factor
Of course, retailers must anticipate more 

than just merchandising and display options 
to create meaningful and productive grab 
and go experiences. In this regard, Madison, 
WI-based Placon offers grab and go pack-
aging solutions that come with vented or 
non-vented lids, anticipate modular stack-
ing, have easy to open tab mechanisms and 
can be reheated in the microwave.

Recognizing that many grab and go 
options include both wet and dry ingre-
dients, or aromatic items that could 
negatively impact other foods in a meal kit, 
the company has developed packaging solu-
tions that include inserts, internal lids and 
other such barriers to segregate foods prior 
to consumption. Going one step further, 
recognizing the attention that consum-
ers give to environmental impact, many of 
these containers can be washed and reused. 
When properly disposed, they are com-
pletely recyclable.

Along with decisions relating to spe-
cific food offerings and packaging materials 
associated with them, supermarket deli 
managers may wish to explore ways to 
increase their capacity when preparing 
grab and go offerings in store. Eric Wangler, 
president and CEO at Jaccard Corp., a 
Rochester, NY-based company known 
for innovative product design, suggests, 
“When you look around today, consum-
ers are pressed for time. Concurrently, our 
customers struggle to find workers and face 
escalating labor costs. Anything we can do 
to increase convenience and minimize labor 
drives value for both consumers and our 
customers. This is a major reason why the 
demand for our automated stacker slicers, 
and the production efficiencies they pro-
vide, is rapidly growing.”

Effective grab and go programs are 
built on a foundation of time-saving con-
venience. While portion size, packaging 
and merchandising are important, provid-
ing consistently enjoyable and satisfying 
culinary experiences is essential. Knowing 
that today’s shopper is is also seeking ways 
to maintain healthier and more active life-
styles, the products being stocked need to 
cater to these preferences, as well.

There’s still tremendous opportunity in 
the shop and go arena. Whether retailers 
take advantage of both hot and refrigerated 
options, a larger number of ethnically- 
inspired foods or simply greater variety, the 
alternatives are considerable. DB
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INNOVATIVE  
COMBINATIONS  

DELIVER OPTIMUM  
FLAVOR

                     hile their nutritional benefits  
                   are valued, enterprising chefs 
are challenging the status quo, finding ways 
to showcase the best possible ingredients, 
exploiting the ways in which their flavors, 
textures, and other naturally occurring 
qualities contribute to heightened culinary 
experiences. 

Along with dishes that are engaging and 
nutritious, chefs and consumers alike are 
seeking out foods that are traceable and 
sustainably produced. It’s no surprise  
that wild caught seafood species, such as 
king crab, salmon and several varieties  
of whitefish from Alaska, have become 
favorites. Similarly, locally grown and  
seasonally available vegetables, along  
with highly nutritious ancient grains and 
pulses, have become highly prized.

Chef Kevin Davis, recognized for his  
support of responsibly harvested fish, 
guides the culinary output of his Seattle- 
based restaurant—Blueacre Seafood. He 
prefers dishes that are pure and clean, 
allowing the natural colors, textures, and 
flavors of seafoods and vegetables to  
stand on their own merits. 

He mentions seasonal cruciferous  
vegetables including golden and purple 
cauliflowers, broccoli, and radishes. With 

careful roasting and caramelizing, they 
retain their color and texture while lending 
a hint of sweetness to the dishes they 
accompany. He also favors locally grown 
tomatoes, transforming them into an  
exquisite conserva. When used as a  
sauce on a bed of pasta, it lends flavorful 
contrast to simply prepared wild caught 
Alaska king salmon. 

According to Ryan Pfeiffer, Executive Chef 
at Chicago’s renowned Blackbird, “We prefer 
to feature ingredients for their intrinsic 
qualities, as opposed to showcasing the 
ways in which they can be modified.” This 
includes the use of contrasting flavors— 
apparent in the way he prepares  
Sablefish—marinating the fish 
overnight in the style of 
misoyaki using white miso, 
mirin, and sugar, adding 
a touch of sweetness. To 
offset this sweetness, 
he serves the fish with 
treviso and grapefruit in 
an emulsified sauce similar 
to a beurre blanc.

Of course, it’s not just the creative 
approach applied to seafoods and  
vegetables that makes the dining  
experience special. While ingredients  

may be carefully sourced, prepared, and 
plated, the wines that accompany these 
dishes are equally important.

Restaurateurs are promoting wines that 
are as esoteric as the foods they serve, 
including varietals such as Sangiovese, 
Gewurztraminer, and Sancerre. This is 
certainly the case for Parke Ulrich,  
Executive Chef at Waterbar, a premier 
seafood restaurant situated on the water’s 
edge in San Francisco. “We try to educate 
our guests, getting them to try both foods 
and wines that are different from their 
everyday.” Ulrich continues, “We have 
found some remarkable varietals, including 

Riesling and Gruner Veltliner, that pair 
exceptionally well with many of 

our fish and shellfish dishes.” 

All of these chefs recognize 
that the success of a dish 
comes from more than 
just the protein at the 
center of the plate. What 

is abundantly clear is  
that the flavor and integrity 

associated with every  
ingredient, and the wines served, 

needs to be exceptional, allowing  
inherent qualities to be fully revealed  
and enjoyed.  

W

              Restaurateurs have increasingly  
         better access to an incredible variety of 
  wild caught seafood and just harvested vegetables.

Clockwise from left: Poached Alaska king crab 
with kabocha squash risotto, Kevin Davis, 
Blueacre, Seattle, Wash.; Halibut with plum, 
leeks, black lime, Sieger Bayer, The Publican, 
Chicago, IL.; Alaska sockeye salmon with green 
garbanzo beans, roasted beet muhammara 
and sumac, Avec, Chicago, IL.; and Golden 
Ossetra caviar in salad with spinach and wilted 
chanterelles and matsutakes, Ryan Pfeiffer, 
Blackbird, Chicago, IL.

C U S T O M  C O N T E N T

SEAFOOD AND VEGGIES 

For recipes and more, visit www.alaskaseafood.org/foodservice
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Onsight Analysis

Seafood taps into specialty 
food sector’s “tin-to-table” trend
By Jeffrey Spear

JULY MARKED THE 64th Summer Fancy 
Food Show in New York, a major event for the 
specialty food sector that saw 34,000 attendees 
from all market segments connecting with the 
domestic and international brands of more than 
2,400 exhibitors. While its focus has much to do 
with cheese, preserves, cakes, candies, snacks, 
cured meats, sauces, spreads, beverages, and 
every other imaginable gourmet food, there’s a 
definite place for seafood as well.

Without a doubt, seafood exhibitors are a 
minority at this show. However, those that did 
exhibit this year featured undeniably innovative 
and highly desirable products, the majority being 
pre-packed and shelf-stable. From imported 
caviar and wild-caught tuna to seafood jerky 
and exotic tinned seafoods, the variety was 
considerable. 

As a seafood exhibitor at a specialty food 
event, it’s all about maintaining a competitive 
advantage, introducing new and innovative 
products, keeping abreast of industry dynamics, 
and anticipating emerging trends, according 
to Delphine Lannoy, the sales and marketing 
manager for Gourmet House Caviar. “Exhibitions 
are a key factor in our marketing strategy,” said 
Lannoy. “It offers us the opportunity to showcase 
our products, and also meet with large numbers 
of buyers, media and sellers. We have to be where 
the competition is!” 

Ron Christianson, vice president of retail 

sales for Ocean Beauty, said the Summer Fancy 
Food Show is just one of several that contribute 
effectively to his company’s overall marketing 
agenda. “Fancy Food allows us to support our 
New York and Northeast-based accounts. That 
being said, we do all the Fancy Food shows 
regularly,” he said. “After all, it only takes one 
or two new good customers to make a show 
worthwhile.”

For producers, retailers, and restaurateurs 
operating on the leading edge of the culinary 
industry, especially individuals looking for 
specialty seafood products, roaming the aisles at 
Fancy Food is a must. The first-hand experience 
provides key insights into new brands, products, 
exotic points of origin, and emerging consumer 
trends. 

On the other side of the booth, seafood 
firms showcasing their products at specialty 
food events are given real-time access to new 
consumer groups. Seeking to educate and inform 
as broad an audience as possible, Greece-based 
Trikalinos featured their Grey Mullet Bottarga 
at this year’s Summer Fancy Food Show. This 
golden fish roe is considered one of the finest 
alternatives to caviar and a prized ingredient by 
leading chefs around the world, including Ferran 
Adria, Thomas Keller, and José Andres.

Of course, there were many other interesting 
finds that emerged out of this year’s event, 
including Acme Smoked Fish Corp.’s single-

Things were heating up for seafood in the specialty food sector this summer.
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serve Poke Bowls, Epic Food’s Salmon Jerky, 
and Grizzly’s Maple Smoked Salmon Candies, 
to name a few.

When it comes to trend-spotting, products 
described as sustainable and environmentally 
responsible could be found everywhere. Without 
a doubt, these claims have proven invaluable, with 
many seafood producers aligning themselves 
with organizations such as the Sustainable 
Fisheries Partnership, the Global Aquaculture 
Alliance’s Best Aquaculture Practices (BAP) 
program, the Marine Stewardship Council 
(MSC), and the Monterey Bay Aquarium’s 
Seafood Watch program. 

One of the most intriguing developments 
spotted at Fancy Food – and predicted by Bon 
Appetit magazine to be one of the five top food 
trends of 2018 – was high-end tinned seafoods, 
also known as conservas. It seems that, at certain 
bars and fine dining establishments around the 
United States, the notion of presenting exotic 
canned seafood products as an alternative to tapas 
and other tried-and-true starters has gained favor 
with urbanites, hipsters, and adventurous diners. 

It is important to note that tinned seafoods 
are nothing new to Europeans, especially in Spain 
and Portugal, where leading brands including 
Matiz, La Brujula, Arroyabe, Ortiz, and Jose 
Gourmet are produced. In these countries, 
conservas are a way of life. 

Meanwhile, in the United States, consumers 

are still learning that great seafood can come in 
cans. Varieties including anchovies, sardines, 
octopus, mussels, squid, cockles, mackerel, 
and trout are being hand-selected and hand-
packed with high quality oils, sauces, vegetables, 
vinegars, and herbs – as was observed this July 
in New York. 

Highly-regarded U.S.-based restaurants 
are investing in this “tin-to-table” trend, with 
conservas rapidly becoming a quintessential 
bar food and an exciting new alternative to 
traditional charcuterie and cheese platters. For 
proof, try visiting Boston’s Saltie Girl, Chicago’s 
Fahlstrom’s, or Seattle’s JarrBar restaurants. 

At Saltie Girl, owner Kathy Sidell and chef 
Kyle McClelland are leading the pack with 
an incredible assortment of specialty seafood 
sourced from all over the world, including 14 
varieties of sardines, 13 varieties of tuna, as well 
as octopus, eel, mussels, squid, oysters, cod liver, 
cockles, razor clams, trout, and anchovies.

Fahlstrom’s owner Glenn Fahlstrom finds 
conservas, from a European perspective, 
a workingman’s approach to eating. In his 
restaurant, serving conservas is “a new way to 
eat that’s not tapas. It’s something entirely new.”  

At JarrBarr, self-proclaimed as “the best 
little bar in Seattle,” owner Bryan Jarr found 
inspiration from the intimate neighborhood 
bars that he visited in Spain and Portugal, where 
preserved seafoods were de rigeur. In Seattle, 

his menu includes sardines, cockles, octopus, 
mackerel, trout, mussels, tuna, and cuttlefish, 
along with an intriguing variety of culinary 
creations.

U.S.-based importers and distributors 
including Fortune Fish, EcoFish, and Culinary 
Collective are already featuring a wide variety 
of conservas. At Fancy Food, EcoFish launched 
its own Freshé brand of tinned, ready-to-eat, 
tuna-based products from Portugal. Similarly, 
Fortune Fish and Culinary Collective featured 
well-regarded brands, including Ortiz and 
Matiz from Spain; Arroyabe from Chile; and 
Jose Gourmet from Portugal.

While it is unclear how many American 
producers are hand-packing high-quality 
seafood in tins, there is one standout that was 
featured on the menu at Saltie Girl – Ekone Oyster 
Co., operating from the shores of Willapa Bay, 
Washington, which offers five varieties of smoked 
oysters along with tuna, octopus, and mussels.

Knowing that patrons are actively seeking 
out new, exotic, and esoteric culinary experiences 
from the restaurants they frequent, the interest 
and excitement associated with conservas is no 
surprise. Considering that consumers, broadly 
speaking, are seeking higher-quality protein 
sources as well as convenience when preparing 
meals at home, finding high-quality tinned 
seafoods in home pantries shouldn’t be too  
far off. 

Onsight Analysis
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